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ABSTRACT 
Persuasion forms a major component of the daily communicative activities of any business 
organisation, irrespective of the type of communication and the channel used for it. This 
paper studies the art of persuasion as an essential pre-requisite for the success of today’s 
business leaders and advocates for the need for more instruction in persuasive communication 
for Business Management students than what is done now. It attempts a comparative study of 
the views of academicians and business executives across India on this issue. 
Keywords: Communication,  Persuasion, Negotiation, Source credibility. 
1. Introduction 
 
Persuasion predominates our life worlds. In every field of human existence, people partake in 
and are required to  use persuasion.  Persuasion  pervades human  communication in  all its 
forms: in intrapersonal, dyadic, small-group, public and mass communication. It assumes still 
greater significance when related to the world of business. Communication in the business 
world encompasses persuasion in a large way. Business, for its success, requires the recipient 
of  the  communication  to  be  persuaded  and  to  agree  to  the  communicator’s  proposals. 
Particularly in the present age, when erosion of traditional hierarchy is significantly visible 
with command and control culture steadily declining, persuasion has become all the more 
important. And both the academicians and executives realise its relevance for the students of 
Business Management. 
 
1.1 Review of literature 
 
Persuasion,  in  formal  terms,  is  defined  as  a  process  of  communication  in  which  a 
communicator voluntarily forms, sustains, reinforces or changes the attitudes or behaviour of 
the  recipient  in  accordance  with  what  the  communicator  intends  by  his  or  her  message 
(Steinberg,  1999).  Good  persuasive  communication  skills  enable  foster,  and  create  the 
understanding and trust necessary to encourage others to follow a leader. In fact, no leader 
can succeed without mastering the art of persuasion. Researchers seldom agree on how best 
to define leadership, but most would agree that leaders are individuals who guide, motivate, 
direct and inspire others. They command others’ attention. They persuade others to follow 
them or pursue goals they define (Barrett, 2006). The business leaders of today need to learn 
this art as everyday they have to figure out how to motivate and direct a highly individualistic 
workforce. Playing the “Because I’m the boss” card is out. In a world where joint ventures 
and inter-company partnerships have blurred the lines of authority, persuasion skills exert far Need for instruction in persuasive communication for business management students: A study in the Indian 
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greater influence than formal power structures do (Cialdini, 2001). Today, businesses are run 
largely  by  cross-functional  teams  of  peers  who  show  little  tolerance  for  unquestioned 
authority. Electronic communication and globalisation have eroded the traditional hierarchy, 
as ideas and people flow more freely than ever in organisations and as decisions get made 
closer to the markets. These fundamental changes essentially come down to the fact that work 
today gets done through effective persuasion (Conger, 1998). 
 
Persuasion is not the act of coaxing or encouraging individuals to accept or do something. It 
demands understanding of the concerns, positions and objectives of the audience and is the 
process of finding meaningful benefits and creative solutions. It is a powerful art form that 
can fetch incredible success for the business leaders of the contemporary corporate world. 
Hence,  it  is  the  need  of  the  hour  that  students  of  Business  Management  who  are  future 
business professionals need to be trained in this area so that they are better able to face the 
challenges of day-to-day work life.  
 
The present paper seeks to make an exploratory study to obtain some insights into this topic. 
In this paper a comparative study of the views of academicians and business executives on 
the need for instruction in persuasive communication is undertaken. The paper is divided into 
5 sections. In section 1 and 2 the introduction and a review of the literature have been given. 
In section 3, the methodology followed is  described.  In section 4, the survey  results  are 
discussed. In section 5, concluding remarks are made, highlighting the views of both groups 
of respondents. 
 
2. Research objectives 
 
The objectives of the study are  
 
1.  To study the extent of use of persuasion in business. 
2.  To categorise organisational communication into informative, persuasive, blend of 
both and unclassifiable into any of these two categories. 
3.  To find out the right amount of instruction in persuasion recommended for Business 
Management students. 
4.  To compare and contrast the views of academicians and business executives on all the 
above mentioned issues. 
 
3. Data and methodology 
 
A mailed questionnaire surveyed a random sample of 100 business executives in the posts of 
Assistant Vice-presidents, Territory Managers, General Managers, Project Managers, Deputy 
Managers, Area Managers in various corporations across India. The same questionnaire was 
mailed to another random sample of 100 academicians of various reputed business schools 
and universities. Of the 200 people, 69, i.e. 34.5% responded. Among the respondents, 38 
were academicians and 31 were executives. Academic responses were received from Indian 
Institute of Management, Khozikode, Institute of Management and Technology, Ghaziabad, 
Xavier  Labour  Research  Institute,  Loyola  Institute  of  Business  Administration,  NIRMA 
University,  Galgotia  School  of  Business,  Regional  College  of  Management,  Institute  of 
Management and Information Science and others. Executive responses were received from 
Axis Bank, HUL, Reuters, Citibank, Fedex, MTR Foods, LoReal, Stock Holding Corporation 
of India Limited, ICICI Bank and others.  
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4. Survey results 
 
The survey consists of five parts. The first part of the questionnaire provides the profile of the 
respondents. The second part has 7 likert type questions and the respondents were asked to 
rate the use of persuasion in business. For this, a five-point scale was used, with 1 indicating 
“strongly agree” and 5 indicating “strongly disagree”. The third part addresses the extent of 
use of persuasion in a different way, asking the respondents to estimate what percentage of 
communication in an organisation in general is (a) mainly informative, (b) mainly persuasive, 
(c) a blend of informative and persuasive, and (d) unclassifiable. The fourth part questioned 
the respondents about their views on how much amount of instruction in persuasion can be 
recommended for Business Management students. Choices were given and the respondents 
were permitted to opt for more than one choice if they wanted to. And the last part has 6 
likert type questions and the respondents were expected to rate these on a five-point scale, 
with 1 indicating “strongly agree” and 5 indicating “strongly disagree”. The SPSS software 
was used to find the means, the frequency tables and the histograms. 
 
4.1 Profile of the respondents 
 
The first part of the questionnaire gives the profile of the respondents. The respondents were 
asked to mention the name of their organisation, their designation their gender, their age-
group, their years of experience and their specialisation or industry. 
 
Table 1: Table showing gender of the respondents 
 
                Academician                       Executive 
 
Frequency  Percent  Cumulative 
Percent 
Frequency  Percent  Cumulative 
Percent 
Male  23  60.5     60.5  25  80.6  80.6 
Female  15  39.5  100  6  19.4  100 
Total  38  100    31  100   
             
 
Table 2: Table showing experience of the respondents 
 
                   Academician                      Executive 
 
Frequency  Percent  Cumulative 
Percent 
 
Frequency  Percent  Cumulative 
Percent 
0-5  6  15.8  15.8  0-5  2  6.5  6.5 
6-10  8  21.1  36.8  6-10  14  45.2  51.6 
11-15  16  42.1  78.9  11-15  13  41.9  93.5 
16-20  5  13.2  92.1  26 and 
more  2  6.5  100 
21-25  1  2.6  94.7  Total  31  100   
26 and 
more  2  5.3  100         
Total  38  100           
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  Academician  Executive 
 
Frequency  Percent  Cumulative 
Percent 
Frequency  Percent  Cumulative 
Percent 
less than 30  5  13.2  13.2  1  3.2  3.2 
30-39  17  44.7  57.9  25  80.6  83.9 
40-49  13  34.2  92.1  3  9.7  93.5 
50 and over  3  7.9  100  2  6.5  100 
Total  38  100    31  100   
 
Table 4: Table showing specialisation of academicians 
 
                Academicians 
 
Frequency  Percent  Cumulative 
Percent 
Business 
Communication  4  10.5  10.5 
Finance  9  23.7  34.2 
HR  10  26.3  60.5 
IT  1  2.6  63.2 
Marketing  14  36.8  100 
Total  38  100   
 
Table 5: Table showing industry of executives 
 
  Frequency  Valid Percent  Cumulative 
Percent 
Advertising  1  3.2  3.2 
Bank  5  16.1  19.4 
Financial Services  7  22.6  41.9 
FMCG  4  12.9  54.8 
FS  5  16.1  71 
IT  3  9.7  80.6 
ITES  2  6.5  87.1 
Media  1  3.2  90.3 
Telecom  3  9.7  100 
Total  31  100   
 
Of the 38 academicians who responded, 23(60.5%) were males whereas 15 (39.5%) were 
females. In case of executives, the number of female respondents dropped to 6 (19.4%). Of 
course, the questionnaire was sent to only 26 female executives. As far as experience was 
concerned, majority (42.1%) of the academicians had experience ranging from 11-15 years. 
7.9%  had  an  experience  of  more  than  20  years.  Among  the  executives,  45.2%  had  an 
experience of 6-10 years, 41.9% of 11-15 years, and 6.5%  had an experience of more than 20 
years. A large number of the respondents (44.7% academicians and 80.6% executives) fell in 
the age group of 30-39. The academicians belonged to 5 major areas of specialisation. To 
quote the exact figures, 14 were from Marketing, 10 from Human Resources, 9 from Finance, 
4 from Business Communication and 1from IT. In case of executives, 7 belonged to Financial Need for instruction in persuasive communication for business management students: A study in the Indian 
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Services, 5 to Sales, 4 to FMCG, 5 to Banking and others were from Advertising, Media and 
Telecom.  
 
4.2 Extent of use of persuasion in business 
 
In the second part the respondents were asked to rate the use of persuasion in business. This 
part consists of 7 statements related mainly to the use of persuasion in marketing, finance, 
accounting,  research  and  development  which  are  the  four  major  functional  areas  in  any 
business organisation.  For this part of the questionnaire, a five-point scale was used, with 1 
indicating “strongly agree”, 2 indicating “agree”, 3 “neutral”, 4 “disagree” and 5 indicating 
“strongly disagree”. Frequency tables for each of the 7 statements have been given to clearly 
show the number of respondents opting for each point. 
 
Table 6: Table showing the extent of use of persuasion in business 
 
 
Sl no 
Items 
Academician  Executive 
N  Mean  N  Mean 
1  Except for sales, persuasive techniques are not 
generally used in the marketing area  38  3.7895  31  3.9839 
2  Business reports do not involve persuasion  38  3.6316  31  3.7516 
3  Except for collections, persuasion is not usually used in 
communicating in finance.  38  3.2895  31  3.5806 
4  Persuasion is often needed for communicating in 
accounting.  38  3.0789  31  2.7419 
5  Persuasion is often used in communicating in research 
and development.  38  3.0263  31  2.7097 
6  Study of persuasion will help business people deal with 
persuasive efforts directed at them.  38  1.6316  31  1.5161 
7  Business persons find many uses of persuasive 
techniques in business writing  38  1.6842  31  1.4516 
 
Table 7: Frequency table for the statement “Except for sales, persuasive techniques are not 
generally used in the marketing area” 
 
 
               Academicians                    Executives 
Frequency  Percent  Cumulative 
Percent 
Frequency  Percent  Cumulative 
Percent 
strongly agree  1  2.6  2.6  2  6.5  6.5 
agree 
somewhat  7  18.4  21.1  10  32.3  38.7 
Neutral  1  2.6  23.7  1  3.2  41.9 
disagree 
somewhat  19  50  73.7  7  22.6  64.5 
strongly 
disagree  10  26.3  100  11  35.5  100 
Total  38  100    31  100   
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Table 8: Frequency table for the statement “Business reports do not involve persuasion” 
 
 
               Academician                  Executive 
Frequency  Percent  Cumulative 
Percent 
Frequency  Percent  Cumulative 
Percent 
strongly agree  1  2.6  2.6  1  3.2  3.2 
agree 
somewhat  5  13.2  15.8  6  19.4  22.6 
Neutral  7  18.4  34.2  5  16.1  38.7 
disagree 
somewhat  19  50  84.2  16  51.6  90.3 
strongly 
disagree  6  15.8  100  3  9.7  100 
Total  38  100    31  100   
 
Table 9: Frequency table for the statement “Except for collections, persuasion is not usually 
used in communicating in finance” 
 
  Academician  Executive 
 
Frequency  Percent  Cumulative 
Percent 
Frequenc
y 
Percen
t 
Cumulativ
e Percent 
strongly agree  2  5.3  5.3  3  9.7  9.7 
agree somewhat  8  21.1  26.3  4  12.9  22.6 
Neutral  7  18.4  44.7  3  9.7  32.3 
disagree 
somewhat  19  50  94.7  14  45.2  77.4 
strongly disagree  2  5.3  100  7  22.6  100 
Total  38  100    31  100   
 
Table 10: Frequency table for the statement “Persuasion is often needed for communicating 
in accounting” 
 
  Academician  Executive 
 
Frequency  Percent  Cumulative 
Percent 
Frequency  Percent  Cumulative 
Percent 
strongly agree  1  2.6  2.6  3  9.7  9.7 
agree somewhat  14  36.8  39.5  13  41.9  51.6 
Neutral  8  21.1  60.5  8  25.8  77.4 
disagree 
somewhat  11  28.9  89.5  3  9.7  87.1 
strongly 
disagree  4  10.5  100  4  12.9  100 
Total  38  100    31  100   
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Table 11: Frequency table for the statement “ Persuasion is often used in communicating in 
research and development” 
 
  Academician  Executive 
 
Frequency  Percent  Cumulative 
Percent 
Frequency  Percent  Cumulative 
Percent 
Strongly agree  2  5.3  5.3  7  22.6  22.6 
Agree somewhat  13  34.2  39.5  10  32.3  54.8 
Neutral  7  18.4  57.9  3  9.7  64.5 
Disagree somewhat  14  36.8  94.7  7  22.6  87.1 
Strongly disagree  2  5.3  100  4  12.9  100 
Total  38  100    31  100   
 
Table 12: Frequency table for the statement “Study of persuasion will help business people 
deal with persuasive efforts directed at them” 
 
                Academician                    Executive 
 
Frequency  Percent  Cumulative 
Percent 
Frequency  Percent  Cumulative 
Percent 
Strongly agree  19  50  50  19  61.3  61.3 
Agree 
somewhat  15  39.5  89.5  10  32.3  93.5 
Neutral  3  7.9  97.4  0  0  93.5 
Disagree 
somewhat  1  2.6  100  2  6.5  100 
Total  38  100    31  100   
 
Table 13: Frequency table for the statement “Business persons find many uses of persuasive 
techniques in business writing” 
 
               Academician                    Executive 
  
Frequency  Percent  Cumulative 
Percent 
Frequency  Percent  Cumulative 
Percent 
strongly agree  19  50  50  21  67.7  67.7 
agree somewhat  16  42.1  92.1  8  25.8  93.5 
Neutral  1  2.6  94.7  0  0  93.5 
strongly 
disagree  2  5.3  100  2  6.5  100 
Total  38  100     31  100    
 
It is found that it is not just Marketing, as is usually believed, but Accounting and Finance as 
well use persuasion. The mean responses of both the groups clearly indicate that persuasion is 
extensively used in business. The mean academic response for the statement “Persuasion is 
not used in marketing except for sales” is around 3.78, and the executive response is slightly 
higher,  which  is  around  3.98.  76.3%  academicians  and  71%  executives  disagree  to  this 
statement. This shows that persuasion has a lot of use in marketing, besides sales. Almost the 
same kind of response is seen for the second statement. 65.8% academicians and 60.9% Need for instruction in persuasive communication for business management students: A study in the Indian 
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executives disagree that business reports do not involve persuasion. Be it an annual report or 
a report on a product or a report on the company’s performance, all need persuasion.  
 
In case of the use of persuasion in  other areas, the mean responses were slightly lower. 
However, the frequency tables make it clear that many of the respondents feel the need of 
persuasion in these areas. 50.3% academicians and 67.8% executives disagree that persuasion 
is not used in finance except collections. It is to be noted here that executives belonging to 
financial services  mostly  disagree to  the statement. This  could  be probably because they 
primarily  deal  with  marketing  intangible  products  for  which  they  have  to  persuade  their 
customers. But the scenario is just the opposite for academicians. Majority of the Finance 
teachers agree to the third statement. This could be because they usually deal with facts and 
figures in the class and do not have to deal with customer interface. As a result, they do not 
feel much the need of persuasion. 
 
When it comes to the use of persuasion in accounting, both the mean responses tend towards 
neutral, though the academic mean (3.07) is slightly higher than the executive mean (2.74). 
This  shows  that  executives  accept  the  use  of  persuasion  in  accounting  more  than 
academicians. The same is exactly true for the next statement “Persuasion is used in research 
and development”.  Both groups of respondents agree that the study of persuasion helps 
business people deal with persuasive efforts directed at them and that business persons find 
many uses of persuasive techniques in business writing. The mean responses of both groups 
cluster around 1.6. This makes it clear that since persuasion is extensively used in business, 
its study will definitely help the students. 
 
4.3 Categorising communication in an organisation  
 
The third part of the questionnaire addresses the extent of use of persuasion in a different way.  
The  respondents  were  asked  to  estimate  what  percentage  of  communication  in  an 
organisation  in  general  is  (a)  mainly  informative,  (b)  mainly  persuasive,  (c)  a  blend  of 
informative and persuasive, and (d) unclassifiable into any of the two types. The frequency 
tables for each of the statements have been given to show the number of respondents  
 
Table 14: Table showing percentage of communication in an organisation that is mainly 
informative 
 
                Academician                   Executive 
  
Frequency  Percent  Cumulative 
Percent 
Frequency  Percent  Cumulative 
Percent 
1-10           3  9.7  9.7 
11-20  3  7.9  7.9  2  6.5  16.1 
21-30  7  18.4  26.3  7  22.6  38.7 
31-40  9  23.7  50  8  25.8  64.5 
41-50  10  26.3  76.3  5  16.1  80.6 
51-60  6  15.8  92.1  1  3.2  83.9 
Greater 
than 60  3  7.9  100  5  16.1  100 
Total  38  100     31  100    
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Table 15: Table showing percentage of communication in an organisation that is mainly 
persuasive 
 
                   Academician                        Executive 
  
Frequency  Percent  Cumulative 
Percent 
Frequency  Percent  Cumulative 
Percent 
1-10  3  7.9  7.9  2  6.5  6.5 
11-20  11  28.9  36.8  6  19.4  25.8 
21-30  12  31.6  68.4  4  12.9  38.7 
31-40  8  21.1  89.5  10  32.3  71 
41-50  4  10.5  100  8  25.8  96.8 
51-60  0  0  100  1  3.2  100 
Total  38  100     31  100    
 
Table 16: Table showing percentage of communication in an organisation that is a  blend of 
informative and persuasive 
  
 
                 Academician                       Executive 
  
Frequency  Percent  Cumulative 
Percent 
Frequency  Percent  Cumulative 
Percent 
0  0  0  0  1  3.2  3.2 
1-10  7  18.4  18.4  8  25.8  29 
11-20  14  36.8  55.3  11  35.5  64.5 
21-30  13  34.2  89.5  4  12.9  77.4 
31-40  4  10.5  100  6  19.4  96.8 
41-50  0  0  100  1  3.2  100 
Total  38  100     31  100    
 
Table 17: Table showing percentage of communication in an organisation is that is 
unclassifiable into informative or persuasive 
 
              Academician                     Executive 
  
Frequency  Percent  Cumulative 
Percent 
Frequency  Percent   Cumulative 
Percent 
0  15  39.5  39.5  12  38.70968  32.3 
1-10  13  34.2  73.7  13  41.93548  80.6 
11-20  10  26.3  100  6  19.35484  100 
Total  38  100     31  100    
 
It is seen that a large majority of the academicians (68.4%) and executives (64.5%) say that 
20-50% of the communication in an organisation is mainly informative. This is quite obvious 
as a number of communicative activities are performed mainly to pass on information only. 
But at the same time a large number of the academicians (55.2%) and executives (61.3%) 
opine that 1-20% of the communication is persuasive, while about 44.75 academicians and 
32.3% executives say that 21-40% of the communication is persuasive. Surprisingly, 25.8% 
executives, as opposed to only 10.5% academicians, feel that 40-50% of the communication Need for instruction in persuasive communication for business management students: A study in the Indian 
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is persuasive. It is to be marked here that mainly executives from  financial services and 
banking  sectors  hold  this  view.  This  is  consistent  with  the  perception  of  the  executive 
respondents of financial services as emerges in the section 5.2. When it comes to the blend of 
both  types  of  communication,  both  groups  of  respondents  feel  that  10-30%  of  the 
communication in an organisation is a blend of both informative and persuasive.  Sometimes 
it  becomes  difficult  to  draw  a  line  of  demarcation  between  informative  and  persuasive 
communicative activities. Such communication is placed under this category. Both groups 
feel that only 0-10% can be placed under the unclassifiable category. 
 
4.4   Amount of Instruction in Persuasion Recommended 
 
The fourth part of the questionnaire deals with the recommended amount of instruction in 
persuasion.  It  questioned  the  respondents  about  their  views  on  how  much  amount  of 
instruction in persuasion can be recommended for Business Management students. 5 choices 
were  given  and  the  respondents  were  permitted  to  opt  for  more  than  one  choice  if  they 
wanted to. 
 
Table 18: Table showing the number of respondents choosing “a one-semester compulsory 
course in persuasion” 
 
  Academician  Executive 
  
Frequency  Percent  Cumulative 
Percent 
Frequency  Percent  Cumulative 
Percent 
0  25  65.8  65.8  22  71  71 
1  13  34.2  100  9  29  100 
Total  38  100     31  100    
 
Table 19: Table showing the number of respondents choosing “ a one-semester optional 
course in persuasion” 
  Academician   Executive 
  
Frequency  Percent  Cumulative 
Percent 
Frequency  Percent  Cumulative 
Percent 
0  26  68.4  68.4  21  67.7  67.7 
1  12  31.6  100  10  32.3  100 
Total  38  100     31  100    
 
Table 20: Table showing the number of respondents choosing “one-third to one-half of the 
basic or required course in business communication spent on persuasion” 
 
.            Academician                  Executive 
  
Frequency  Percent  Cumulative 
Percent 
Frequency  Percent  Cumulative 
Percent 
0  29  76.3  76.3  26  83.9  83.9 
1  9  23.7  100  5  16.1  100 
Total  38  100     31  100    
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Table 21: Table showing the number of respondents choosing “ no coverage of persuasion at 
all” 
 
 
              Academician                  Executive 
  
Frequency  Percent  Cumulative 
Percent 
Frequency  Percent  Cumulative 
Percent 
0  38  100  100  31  100  100 
e. 
Table 22: Table showing the number of respondents choosing “teach persuasion as a part of 
all oral and written communication throughout the basic course” 
 
             Academician                 Executive 
  
Frequency  Percent  Cumulative 
Percent 
Frequency  Percent  Cumulative 
Percent 
0  23  60.5  60.5  16  51.6  51.6 
1  15  39.5  100  15  48.4  100 
Total  38  100     31  100    
 
It is seen that about 65.8% academicians and 61.3% executives prefer to recommend a one 
semester compulsory or an optional course in persuasion. When questioned about such a 
choice,  some  respondents,  particularly  some  business  executives  said  that  since  skill  in 
persuasion is needed in a lot of communicative activities, the students should be exposed to 
various theories and techniques of persuasion. Moreover, now days, starting from consulting 
and retailing to mergers and acquisitions, business is a lot about negotiating and persuading. 
So an exclusive course in persuasion can better help the students know about the nuances 
involved in it. 
 
23.7% academicians and 16.1% executives feel the need for spending one-third to one-half of 
the basic course in Business Communication on persuasion. 39.5% academicians and 48.4% 
executives  perceive  that  persuasion  should  be  taught  as  a  part  of  all  oral  and  written 
communication throughout the basic course. When asked about the reason for such a choice, 
some  of  them  said  that  they  looked  at  persuasion  as  a  part  of  not  just  the  Business 
Communication course but the course in Organisation Behaviour and Sales as well. So they 
did not feel the need for a separate course.  Not a single respondent opted for  “No coverage 
of persuasion”. Since the respondents were given the freedom of choosing more than one 
alternative, the total number of responses crosses 69. The figures clearly indicate that both 
groups recommend more instruction in persuasion than is done at present. 
 
4.5 The Art and Teaching of Persuasion 
 
The last part of the questionnaire has six likert type statements related to the art and teaching 
of persuasion. For this part of the questionnaire, a five-point scale was used, with 1 indicating 
“strongly agree”, 2 indicating “agree”, 3 “neutral”, 4 “disagree” and 5 indicating “strongly Need for instruction in persuasive communication for business management students: A study in the Indian 
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disagree”. Frequency tables for each of the 7 statements have been given to clearly show the 
number of respondents opting for each point.  
 
Table 23: Table showing the art and teaching of persuasion 
 
Sl 
No  Items 
Academician  Executive 
N  Mean  N  Mean 
1  Persuasion is an art that is gifted to some.   38  2.5789  31  2.4333 
2  The art of persuasion cannot be taught.  38  3.6579  31  3.6 
3  A business organisation should conduct 
specific training programmes to enhance 
persuasive communication skills of its 
employees.  38  1.7105  31  1.6333 
4  The credibility of the source influences 
the persuasion process the most  38  2  31  1.7333 
5  The gender of the source influences the 
persuasion process.  38  2.7105  31  2.8333 
6  A sound knowledge of the theories and 
techniques of persuasion will bring a 
business professional comparatively more 
success in achieving his (or her) 
persuasive goals.  38  1.6842  31  1.4667 
 
Table 24: Frequency table for “Persuasion is an art that is gifted to some” 
 
                Academician                        Executive 
  
Frequency  Percent  Cumulative 
Percent 
Frequency  Percent  Cumulative 
percent 
strongly agree  3  7.9  7.9  8  25.80645  25.80645 
agree 
somewhat  22  57.9  65.8  13  41.93548  67.74194 
Neutral  5  13.2  78.9  2  6.451613  74.19355 
disagree 
somewhat  4  10.5  89.5  5  16.12903  90.32258 
strongly 
disagree  4  10.5  100  3  9.677419  100 
Total  38  100     31  100    
 
Table 25: Frequency table for “The art of persuasion cannot be taught” 
 
                Academician                      Executive 
  
Frequency  Percent  Cumulative 
Percent 
Frequency  Percent  Cumulative 
percent 
strongly agree  2  5.3  5.3  4  12.90323  12.90323 
agree 
somewhat  5  13.2  18.4  3  9.677419  22.58065 
Neutral  4  10.5  28.9  1  3.225806  25.80645 
disagree  20  52.6  81.6  16  51.6129  77.41935 Need for instruction in persuasive communication for business management students: A study in the Indian 
context 
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somewhat 
strongly 
disagree  7  18.4  100  7  22.58065  100 
Total  38  100     31  100    
 
Table 26:  “A business organisation should conduct specific training programmes to enhance 
persuasive communication skills of its employees” 
 
                Academician                    Executive 
  
Frequency  Percent  Cumulative 
Percent 
Frequency  Percent  Cumulative 
percent 
strongly agree  21  55.3  55.3  19  61.29032  61.29032 
agree 
somewhat  12  31.6  86.8  8  25.80645  87.09677 
Neutral  1  2.6  89.5  1  3.225806  90.32258 
disagree 
somewhat  3  7.9  97.4  3  9.677419  100 
strongly 
disagree  1  2.6  100  0  0  100 
Total  38  100     31  100    
 
Table 27: Frequency table for “The credibility of the source influences the persuasion 
process the most” 
 
                 Academician                     Executive 
  
Frequency  Percent  Cumulative 
Percent 
Frequency  Percent  Cumulative 
percent 
strongly agree  10  26.3  26.3  14  45.16129  45.16129 
agree 
somewhat  22  57.9  84.2  12  38.70968  83.87097 
Neutral  3  7.9  92.1  4  12.90323  96.77419 
disagree 
somewhat  2  5.3  97.4  1  3.225806  100 
strongly 
disagree  1  2.6  100  0  0  100 
Total  38  100     31  100    
 
Table 28: Frequency table for “The gender of the source influences the persuasion process” 
 
.                 Academician                      Executive 
  
Frequency  Percent  Cumulative 
Percent 
Frequency  Percent  Cumulative 
percent 
strongly agree  1  2.6  2.6  5  16.12903  16.12903 
agree 
somewhat  20  52.6  55.3  8  25.80645  41.93548 
Neutral  9  23.7  78.9  8  25.80645  67.74194 
disagree 
somewhat  5  13.2  92.1  6  19.35484  87.09677 Need for instruction in persuasive communication for business management students: A study in the Indian 
context 
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strongly 
disagree  3  7.9  100  4  12.90323  100 
Total  38  100     31  100    
 
Table 29: Frequency table for “A sound knowledge of the theories and techniques of 
persuasion will bring a business professional comparatively more success in achieving his (or 
her) persuasive goals” 
 
              Academician                      Executive 
  
Frequency  Percent  Cumulative 
Percent 
Frequency  Percent  Cumulative 
percent 
strongly agree  19  50  50  18  58.06452  58.06452 
agree 
somewhat  15  39.5  89.5  12  38.70968  96.77419 
Neutral  1  2.6  92.1  1  3.225806  100 
disagree 
somewhat  3  7.9  100  0  0  100 
Total  38  100     31  100    
 
The last part contains a few statements related to the art and teaching of persuasion. When 
asked whether persuasion is an art that is gifted to some, about 65.8% academicians and 
67.7% executives agree to the statement. But at the same time, quite a higher percentage of 
both respondents (71% academicians and 74.1% executives) feel that the art of persuasion 
can be taught. They probably feel that even though persuasion is a gifted art to some, the 
techniques and theories can be taught that can better equip the students to face the challenges 
of everyday business life. 
 
A  large  number  of  respondents  of  both  the  groups  say  that  the  credibility  of  the  source 
strongly influences the persuasion process. This is inconsistent with the views of Sternthal, 
Philips, and Dholakia (1978), who showed that source credibility does not have a systematic 
effect on behaviour. As far as gender of the source is concerned, 55.2% academicians and 
41.9% executives feel it influences the persuasion process, whereas 23.7% of the former and 
25.8% of the latter remain neutral about it. Among those who disagree to this, the number of 
males is almost equal to the number of females. 
 
For the last two statements, the means of both groups range from 1.4-1.7. More than 85% of 
both groups feel that an organisation should conduct specific training programmes to enhance 
persuasive  communication  skills  of  its  employees.  More  than  90%  academicians  and 
amazingly about 97% executives feel that a sound knowledge of the theories and techniques 
of persuasion will bring a business professional more success in achieving their persuasive 
goals.  
 
5. Conclusion 
 
The  findings  of  the  survey  clearly  reflect  the  perceptions  of  academicians  and  business 
executives on the need for instruction in persuasive communication. It is found that both 
groups of respondents feel that persuasive communication is used not just in marketing, but 
in finance, accounting, research and development as well. They strongly agree that the study 
of persuasion will help business professionals deal with persuasive efforts directed at them Need for instruction in persuasive communication for business management students: A study in the Indian 
context 
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and that persuasive techniques are very much used in business writing. Both groups feel that 
20-50%  of  the  communication  in  the  organisation  is  mainly  informative  and  20-40%  is 
mainly persuasive. They also recommend a one-semester compulsory or optional course in 
persuasive communication for Business Management students. Almost all of them are of the 
view  that  a  sound  knowledge  of  the  techniques  and  theories  of  persuasion  will  bring  a 
business professional more success in achieving their persuasive goals. 
 
5.1 Future work 
 
The present study has attempted to show the relevance of persuasive communication skills in 
the  world  of  business,  highlighting  the  comparative  views  of  academicians  and  business 
executives.  Needless  to  say,  the  need  for  instruction  in  persuasion  will  increase  with 
privatisation and globalisation becoming firmly a part of the economic landscape. So it needs 
to  be further explored as  to  how this  skill  can be enhanced and students  be made more 
equipped to face the challenges of the everyday changing corporate world. 
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